[bookmark: _Toc191942792][image: A logo with black text

Description automatically generated]
Student Name: Mihai-Daniel Mihalcea
Student ID: 2244870
Module: Management & Organisational Behaviour (BMIH5004)
Word count: 2081
Tutor: Antoinette Milne 
Module Lead: Daniel Payne



Al Acknowledgement:
I acknowledge the use of Copilot (https://copilot.microsoft.com/) on March 6, 2025, to check my work using the prompt(s):
 1. Please check the following text for readability, grammar and syntax. I confirm that I have not presented any AI generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.

Executive Summary
This paper will discuss Marriott International's structure, culture, objectives, recent changes, and direction of the firm. It also looks at how the structure creates a global framework, but with the capacity for local flexibility, people-orientation leads to employee motivation. In particular, the article focuses on the aspects of sustainability and digital transformation in Marriott's operations and their benefits regarding brand relevance and business performance. Growth and diversification are the most significant aspects used to evaluate strategic direction, with references to the portfolio, and digital innovation. Lastly, the recommendations given are strategic for competitiveness improvement, such as AI-based individualisation and circular economy strategies, for Marriott to remain an industry leader in a constantly changing global marketplace.
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[bookmark: _Toc191942793]Introduction
Marriott International is one of the largest global hospitality companies comprising 30 brands in over 130 countries (Marriott, 2024). Marriott has been in the service industry since the year 1927 and has expanded its services across the world with a focus on guest satisfaction, great services, and a firm pillar in the loyalty program, Marriott Bonvoy (Marriott, 2024). New strategies including growth, digitalisation, and sustainability have ensured that the company attains new heights and becomes part of the most prominent industry players. The purpose of this report is to evaluate Marriott International in terms of its organisational model, values, objectives, recent alterations, and development plan. Based on the management and organisational behaviour theories, the report will analyse the way these aspects affect operations, employees, and results. Also, the report will offer the best strategies on how Marriott can improve its competitive strategy in the global hospitality industry.
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[bookmark: _Toc191941153]Figure 1: Marriott International (Marriott, 2024)

Figure 2: Marriott International (Marriott, 2024)

[bookmark: _Toc191942794]Organisation Structure, Culture, and Goals
Marriott International's structure is a hybrid combining matrix and functional type of organisational structure. These structures integrate functions like marketing, selling, and operations (Armstrong, 2021). It streamlines the organisation worldwide, while it allows the company to operate locally. For example, every regional division was established to have its functional departments to be able to meet regional challenges (Marriott, 2024). Thus, by incorporating this hybrid model, Marriott can meet the objectives of the company and maintain the right amount of standard operating procedures that will allow the organisation to quickly adapt to the varied conditions of different markets (Elezaj et al., 2020). At the same time, it is important to note that many problems may arise from the matrix structure, first of all, role confusion and conflict between regional and functional managers can slow down decision-making and decision-implementation processes.
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[bookmark: _Hlk191941851]Figure 3: Marriott’s Organisational Structure (Marriott, 2024)
Marriott International is a company with an elaborate set of corporate culture that focuses on the welfare of the people, quality, and integrity. This approach aligns well with its people-oriented organisational culture that promotes the welfare of its employees while encouraging them to contribute their best towards the achievement of organisational goals (Mullins, 2023). This practice can be associated with the Human Relations Theory, to the effect that the social welfare of employees is key to organisational performance (Armstrong and Taylor, 2023). This way, the concern for the welfare of its associates is important for Marriott as this improves their loyalty and commitment, which translates to better dining service delivery and business outcomes. Yet, sustaining such a culture within a humongous international organisation gives rise to some issues, especially as regards standardisation but at the same time appreciating cultural differences (de Mooij, 2021). Similarly, rigorous cultural integration is useful since it makes the organisation culturally aligned; however, it has a disadvantage since culture tends to resist change since it is already entrenched in a certain set of values and norms.
Marriott International has mainly the following strategic objectives at the corporate level such as growth, profitability, and developing brand identity. These are achieved through worldwide expansion, technological adoption, and improving the Marriott Bonvoy loyalty program (Neupane and Khanal, 2022). The company also has a social responsibility mission, for instance, when it committed to offering jobs for 1500 refugees in the United States and Europe, proving sensitivity to the needy and society (Yingling, 2023). 

[bookmark: _Hlk191941813]Figure 4: Marriot's corporate-level objectives (Marriott, 2024)
At the operational level, they are more specific; these are high guest satisfaction scores, high occupancy, and maintaining brand image. These goals align with the corporate and unit-level objectives, which point towards the Management-by-objectives concept that sets out goals at each organisational level (Develi̇, 2023). However, MBO has a top-down approach; thus, it at times ignores the input of subordinates, creating the problem of employee apathy toward the set goals (Develi̇, 2023). At the same time, the focus on the objectives that can be measured in terms of their achievement may contribute to the problem of short-term thinking, which could be detrimental to longer-term planning. 

Figure 5: Marriott's corporate-level objectives (Marriott, 2024)


[bookmark: _Toc191942795]Recent Change Initiatives
[bookmark: _Toc191942796]Sustainability Initiatives
Marriott International started relatively recently, and it is generally related to sustainability and digitisation as the company aims to achieve a clear strategic vision of sustainable growth and improvement of guests' experience. A few of them are the 'Serve 360: Doing Good in Every Direction which targets power intensity reduction by 30%, water intensity by 15%, and food waste by 50% in their sites based on 2016 records by 2025 (Marriott, 2021). The company has also added electric vehicle charging stations with more than 7,100 EV charging points in 1,800 hotels in 2023 (Kapoor et al., 2024). Marriott also spent about $1.2 billion on technology in 2024. It has adopted the virtual assistant technology, “RenAI" for its hospitality business, as well as a generative AI assistant search in the Homes & Villas section (Marriott International, 2024). It includes efficient operations, accruing value to its key stakeholders, and environmental sustainability.
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Figure 6: Sustainability Performance Metrics (Marriott, 2024)
[bookmark: _Toc191942797]Digital Transformation Initiatives
The effects have been quite profound in most of these initiatives. The measures have helped promote the Marriott brand among these groups of consumers and establish itself as a leader in sustainability by improving client satisfaction and loyalty. For instance, facilities such as Electric Vehicles charging infrastructure provide a need to satisfy greener commuting, thus adopting higher occupancy levels (Mastoi et al., 2022). Further, digital transformation enhanced guest experiences such as easy booking mechanisms, and operational changes (Stavrianea and Kamenidou, 2021). The adoption of AI technology has also benefited customers by predicting their needs and optimising resources in the hotel. 
[bookmark: _Toc191942798]Change Management Evaluation
[bookmark: _Hlk191942402]An analysis of the effectiveness of change management in these initiatives shows that there is a tactical approach that is consistent with Lewin’s Change Management Model (Harrison et al., 2021). Marriott dictates sustainability and digital priorities and once again, unfreezes traditional practices whenever necessary by leading a presentation to all the major stakeholders about its prospects and convincing them about the company's goals. Implementation pertains to the actualisation of change, where new technologies and sustainability programmes that help in the actualisation of the core objectives of the change initiative are put in place and accompanied by training and needed resources (Henningsson et al., 2021). Lastly, in the refreezing stage, these changes become permanent practices through modifications in policies and regular practice evaluations (Harrison et al., 2021). However, analysing the situation with Kotter’s Eight-Step Change Model shows that there is a lack of continuous communication and employee involvement in maintaining the change process’s pace (Shah et al., 2023). These objectives are in line with the Resource-Based View of strategic management and utilise Marriott's brand recognition, technology expertise, and numerous properties to achieve competitive advantage. Nonetheless, according to the Dynamic Capabilities Theory, it is critical to determine how Marriott could successfully adapt to the internal conditions and external forces in the future, such as changes in expectations and legislation (VU, 2020). Although Marriott promotes a culture that is suitable for change, as established in the responses, the organisation continues to face the challenge of adopting a new culture that is more progressive, lean, and always learning, which would support the change initiative of new technologies and practices in sustainability.

[bookmark: _Toc191942799]Strategic Direction
Marriott has adopted the strategic plan of growth as well as diversifying in business. Market penetration is one of the techniques that has been adopted by the company along with product development, market expansion, and product diversification, which squarely fits into the Ansoff Matrix (Patra and Bharatiya, 2020). In 2023, Marriott increased its growth in the Caribbean and Latin America (CALA) pipeline, almost tripling organic deal signings and achieving a pipeline by Year End of 24,000 rooms (Marriott International, 2023). This expansion shows Marriott's strategic aim at capturing growth in growth regions. According to Marriott International (2023), the same company continued the expansion of its brand portfolio through the acquisition of the City Express brand in the year 2011, which is in the affordable MIDs segments and expanded the company's operation in the CALA region by about 45%. It has also engaged in hotel conversions, with approximately 35 % of the rooms signed for 2023 from conversion, which makes it easy for the company to expand for brand awareness (Marriott, 2023). 
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Figure 7: Brand Portfolio Distribution (Marriott, 2024)
Below are some corporate strategies that have been put in place to optimise its long-term goals; these position Marriott International strategically against its competitors. 
· Marriott has asset-light realisation, either managing or franchising rather than owning the properties (Gauthier, 2021). This makes your cost of investment low and improves return on investment to help grow businesses more quickly and achieve greater responsiveness to market forces. Marriott also uses this model but spends huge resources on networks to improve its guest services and experience, which makes Hilton reveal that Marriott could intensify utilising technological affiliations for differentiation (Hilton, 2024).
· The firm has another attractive growth factor which involves diversification of its brands whereby Marriott has recently acquired City Express to tap affordable midscale (Marriott International, 2022). Through this strategy, it aims at filling the value segment thus directly competing with Accor's Ibis and Hilton's Hampton brands. Nonetheless, there is a competitive threat when Accor Group aims to expand at a fast pace in emerging economies, therefore, Marriott needs to improve localised advertising (Service.gov.uk, 2025).
· Through property conversions, Marriott has more room signings in 2023, and this is one of the strategies the firm uses to increase operational capacity (Marriott International, 2024). This allows the institution to adapt to the market quickly without the expenditure of new construction. However, IHG has a simple and quick conversion strategy that takes less time to integrate a brand, which should be an area of concern for Marriott (Ford, 2024).
· Marriott is aimed exclusively at luxury and extended-stay chains with 490 luxury hotels and 225 in development, which adds up to more than Hilton’s luxury portfolio (Marriott International, 2023). The new Apartments by Marriott Bonvoy is designed to meet the extended-stay segment’s needs, which is in direct competition with Airbnb Accor's Select, and other associated brands (all.accor.com, 2024). Nonetheless, as competitors started adopting digital concierge services, Marriott International had to improve on the personalisation technologies.
· 

[bookmark: _Toc191942800]Conclusion
This paper focused on evaluating Marriott International’s function, culture, objectives, and changes over recent years, and development strategy. The blended structure in the organisation allows for global unity while respecting local cultural differences and improving the performance of each organisational unit. However, it is not easy to make quick decisions because of its complexity. This statement is true as Marriott's people-centred culture ensures that employees are committed through engagement to deliver quality services. Provided objectives are strategic and oriented towards growth, profitability, as well as sustainability. However, achieving short-term specific objectives while being aware of the long-term objectives is the key. Appropriate investments mean the utilisation of Artificial Intelligence and circular economy principles to retain competitiveness. In conclusion, Marriott’s responsive actions and organisational preparedness have a strong model for stable development, but constant assessment and dynamic management are needed to remain competitive as a global hotel chain.


[bookmark: _Toc191942801]Recommendations
Digital innovation and sustainability can be viewed as critical areas of investment that would help Marriott International strengthen its competitive positioning. First, Marriott should increase AI-powered personalisation throughout the guest encounters across all the guest touch points such as the application and the rooms (Bhuiyan, 2024). This would call for cooperation with leading tech firms to bring in cutting-edge AI and IoT technologies, which has a threat from Hilton, which has increased its technological adoption strategies.
Secondly, Marriott should increase the pace of sustainability efforts by adopting circular economy strategies, including reusable products like amenities and waste-to-energy outlets that can effectively cater to environmentally mindful consumers in important markets like North America and Europe (Adeel et al., 2024). This is because other competitors like Accor have gone further in this direction by incorporating carbon-neutral hotels; hence, Marriott needs to challenge these efforts to strengthen its brand image.
Third, to overcome the problems of organisational culture consistency on the global level, Marriott needs to adopt the concept of decentralised leadership to ensure that culture fit leads to the adaptation of organisational cultures by regional leaders to fit the culture of the respective nations (Jerab and Mabrouk, 2023). This would lead to higher employee productivity and flexibility of operations.
 Lastly, Marriott has to increase its geographic scope; namely, the company needs to invest in various new lines of business in the Asia-Pacific region because the growth there is expected to be very vigorous (Singh, Paul and Dhir, 2021). These come in handy in the achievement of Marriott's strategic goals and objectives within a highly volatile market environment.
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Global Expansion


With 62% diverse workforce representation and 47% women in leadership, Marriott promotes inclusivity. Strong DEI policies enhance workplace culture and innovation (Marriott, 2024). However, true inclusivity goes beyond numbers; ensuring fair promotions, addressing unconscious bias, and maintaining equity across global operations remain ongoing challenges that require continuous commitment and policy refinement.


Diversity, Equity, and Inclusion (DEI)


Marriott explores luxury all-inclusive resorts in Europe, including Turkey, meeting the growing demand for exclusive experiences (Marriott, 2024). This strategy increases competitiveness but presents challenges, including high operational costs, evolving consumer expectations, and adapting to local laws (Adeel et al., 2024). Over-commercialization may also impact the authenticity of travel experiences in culturally rich destinations.


All-Inclusive Resort Expansion


Marriott is expanding its luxury segment, launching Ritz-Carlton and JW Marriott safari camps in Kenya by 2025 (Marriott, 2024). This attracts high-end travellers and boosts revenue. However, luxury tourism can harm local ecosystems and communities, raising ethical concerns. Additionally, the exclusivity of luxury resorts may limit broader consumer accessibility.


Luxury Market Growth


Marriott pledges net-zero emissions by 2050, aligning with the Science Based Targets initiative (Marriott, 2024). This enhances corporate responsibility and brand reputation. However, long-term goals lack immediate accountability, and the hospitality sector's high energy demands make sustainability difficult (Adeel et al., 2024). Effective execution requires substantial investment in renewable energy and operational changes across global properties.


Marriott operates 8,630 properties in 139 countries, aiming for continued global growth (Marriott, 2024). Expansion increases market presence and revenue but risks brand dilution, operational inefficiencies, and geopolitical instability. Rapid expansion may lead to inconsistent service quality, as managing diverse markets with varying regulations and economic conditions remains a critical challenge.


Sustainability Commitment



High Guest Satisfaction Scores


Maintaining Brand Image


Marriott’s diverse 31-brand portfolio balances luxury, business, and budget markets (Marriott, 2024). Strong branding differentiates it from competitors, but expansion risks brand dilution and inconsistent service delivery. Managing multiple brand identities while maintaining quality across different property types presents an operational challenge, especially in regions with varying consumer preferences and regulatory environments.


Marriott targets an average 75% occupancy rate, ensuring profitability and efficient resource utilisation (Marriott, 2024). While high occupancy boosts revenue, it can strain hotel operations, leading to overcrowding, longer wait times, and service quality issues. Seasonal fluctuations and economic downturns also threaten occupancy stability, requiring dynamic pricing and marketing strategies.


High Occupancy Rates


Marriott prioritizes guest satisfaction, aiming for an 85% or higher rating across properties (Marriott, 2024). Positive guest experiences drive loyalty and revenue. However, maintaining consistency in service across thousands of locations is difficult. Staffing shortages, cultural differences, and evolving guest expectations challenge the company’s ability to deliver a seamless experience globally.
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